Introduction
A recent television commercial for the Canon EOS 600D camera shows an office lady, age about 25, rushing to get ready for work. The camera lying on the table triggers her to pretend to be sick and apply for leave from her boss. She admits that she sometimes just wants to indulge herself. She visits an exotic place in southern Taiwan and takes many pictures with the aboriginal inhabitants. She seems to enjoy traveling alone and exploring new experiences (Canon, 2011) . Such active and adventurous females are being presented more often nowadays as purchase decision makers for consumer products, including technical products for which the ads used to target males. Commercials such as this one apparently aim to appeal to females who endorse modernity and aspire to a better quality of life.
A review of previous studies on the psychographics of female Chinese consumers found that there was a continuum of values and lifestyles from conservative and traditional, to idealists and experiencers. It also found that segmentation based on values and lifestyle effectively predicted consumption choice and brand relations. However, none of the studies reviewed focused on young females. Also, none focused on females' perceptions of gender roles and identity. Gender differentiation is a classic lens for the study of consumption, since "masculinity" and "femininity" are clearly inscribed in material culture (Benwell, 2003; Gill, 2003; Skeggs, 2004) . Previous studies have found that gender perceptions are associated with interpretations of and responses to gendered advertisements and closely related with consumers' decision-making (Hogg and Garrow, 2003) as well as brand name response (Grohmann, 2009; Klink, 2009) . Females are sensitive to brand images and brand personality highly associated with their perception of self-identity (Lau and Phau, 2010) .
This has been the first study on the psychographics of Chinese adolescent girls. This study attempted to segment adolescent Chinese girls into meaningful groups according to their perceptions of gender roles and ideal female images. Gender roles were singled out as the basis of the segmentation because gender roles and identities play such an important part in adolescents' lives (Martin, 1996) . Also, a previous psychographic study of 36 activities, interests and opinions of Chinese females identified twelve significant factors, among which at least five were related with gender roles (Tam and Tai, 1998) .
This study was designed to help marketers and policy makers communicate better with young Chinese females about products, services and social concerns.
The importance of the female market
Females are an important market because they often buy for their families as well as for themselves. As women now are enjoying higher incomes and more women are participating in the labor force, they are of obvious importance to marketers (Feng and Karen, 2011) . Marketing and advertising professionals strive to keep up-to-date about females' changing values and roles in society (Tai and Tam, 1997) . Consumer analysts are interested in monitoring women's changing perceptions about the gender roles of females as individuals and as shopping decision makers for their families (Blackwell et al., 2006) . "Gender role" in this context refers to what the typical occupant of a given position is expected to do in that position in a specific social context (Wilson, 1980) . Female consumers undergo a socialization process in which they learn about consumer skills and values. Family, peers and schools all play a part as socializing agents (Chan and McNeal, 2004) . Marketers who want to map how gender roles change with time are interested in examining how adolescents perceive gender roles and identities.
Adolescents, after all, represent the next generation of consumers. The teenage market is growing in both size and consumption power. American teens have been found to spend 40 percent of their budget on fashion goods and also to influence their parents' purchase decisions (Klinefelter and Tamminga, 2007) .
Adolescent girls in Hong Kong
As a former British colony, Hong Kong has laws encouraging gender equality in education, employment and pay (Chan, 2000) . Nine years of free education are provided to all children, male and female. Due to the improvements in education and economic development, and due as well to the influence of the Western feminist movement, the status of women in Hong Kong has improved significantly in the last two decades (Lee and Collins, 2008) . However, studies have shown that adolescents in Hong Kong hold robust gender stereotypes. Surveys of school children aged 10, 13 and 16 found that the respondents perceived distinctly different desirable personality traits for girls and boys.
Qualities important for girls included being kind and approachable, conforming to others' needs, being generous, and being presentable. Qualities important for boys included being active, ambitious, brave, career-minded, and persevering (Keyes, 1979; 1984) . A qualitative study of Hong Kong girls aged 8 to 12 found that the gender roles and identities they preferred for females were a combination of traditional and contemporary stereotypes (Chan et al., 2011 ).
An earlier qualitative study of adolescents in Hong Kong had shown that social comparisons with peers of material possessions were common. Adolescent girls were prone to compare handbags, wallets, clothing and accessories in order to construct a desirable social self-image and gain popularity among their peers. Teenage girls in Hong Kong pay attention to brand names and often read magazines for shopping purposes. A survey of 237 secondary school students found that most such adolescents were familiar with global fashion brands. Nearly 70 percent of the female respondents had heard of the Gucci and Louis Vuitton brands, and about half had heard of D&G and Prada. The same study found that Hong Kong teenage girls perceived a young person with a lot of branded products as happier and having more friends than a young person without branded products (Chan, 2010) .
The psychographic segmentation of Chinese females
Tam and Tai (1998) were the first to report a psychographic segmentation of females in greater China (limited to Hong Kong, southern mainland China, and Taiwan). Before that study, two others had reported on Hong Kong females (Asian Advertising and Marketing, 1990 ) and Taiwan females (Asia's Media and Marketing Weekly, 1991) . In Tam and Tai's study, a cluster analysis of a sample of 558 females aged 18 to 35 generated four groups. The Conventional females group (40.7 percent) constituted the largest segment.
They adhered strongly to the traditional value of filial piety and valued their family life more than their career. Contemporary females (21.9 percent) attempted to balance family and career while gaining financial independence and higher employment status. The Searching singles (19.4 percent) were primarily career-oriented. They had more time to spend with their friends and on shopping. The Followers (18.1 percent) were the fourth group. They had no strong opinions about their family, their career or their surroundings.
They were socially and culturally inactive (Tam and Tai, 1998 (Sin et al., 2001) . Their sample of 977 females aged over 18 generated three clusters. The first group of Individualists (33.0 percent) cherished individual freedom and did not want to be bound by traditional Chinese values. For example, they did not want to obey to their fathers, husbands or sons unquestioningly. The second group of Traditionalists (28.2 percent) admitted unequal gender status and felt that males should have a higher social status than females. They listened to their husbands and accepted that bearing children was a great achievement and responsibility in life. The Pro-societalists (38.8 percent) perceived themselves to be different from traditional Chinese females. They were economically independent and were willing to express their opinions about societal issues such as environmental protection and social justice (Sin et al., 2001 ).
Another study was conducted among a large sample of 9,841 respondents (5,247 males and 4,594 females) aged 18 to 45 from 12 cities in China including Beijing, Guangzhou and Shanghai (Gao et al., 2009 ). The study generated five groups of consumers. The first group were termed Achievers (20.8 percent; females: 25.5 percent) and were mainly male.
It was important for them to symbolize status, power and success using prestigious brand names. Their knowledge of and interest in fashion was limited. The second group of Conservatives (16.6 percent; females: 55.9 percent) perceived family as more important than career. They spent less on clothing than the other market segments. The third group of Experiencers (24.0 percent; females: 54.9 percent) were the most fashion-conscious segment. They participated in a variety of social and cultural activities. The fourth group of 
Methods

Respondents
The respondents were 355 Chinese females aged 12 to 19 residing in Hong Kong. The mean age of the sample was 15.8. All of them were studying in secondary school. One hundred and sixty-three of them (46 percent) were living in public housing, 97 (27 percent) in an apartment owned by their family, and 63 of them (18 percent 
Procedure
A convenience sample was designed. Students of a public university taking a course on consumer behavior were asked to recruit female secondary school students from among their social networks to participate in the study. Participation in the study was voluntary and anonymous. The respondents were invited to fill in an online questionnaire. The respondents' time to complete the questionnaire ranged from two to nineteen minutes, with a mean of five minutes. The study was conducted during November 2011.
Measures
The questionnaire was constructed in Chinese. It included 36 statements about gender roles and identities, six photos depicting female images, and references to eight global brands. The 36 statements about gender roles and identities were derived from a qualitative study of perceptions of gender roles among girls aged 15 to 18 in Hong Kong (Chan and Williams, 2012) . A set of statements (in English) about females and their physical appearance, family and marriages, work, study, community service and the environment was extracted from that qualitative study. Examples of statements included "Females should pursue their dreams" and "Females should accept their body image".
The statements were translated into Chinese, and back-translation was conducted by a second researcher to ensure the resulting instrument could be used in cross-cultural research in the future, as suggested by Brislin (1986) . Participants were asked to respond to these statements on a 5-point scale ranging from 1 (strongly disagree) to 5 (strongly agree).
Six photos representing female images were selected from the internet and from a previous study (Chan et al., 2011) The participants were asked how much they "liked" the brands on a scale of 1 (dislike a lot) to 10 (like a lot).
Demographic data were also collected, including the participant's age, year in school, type of housing, and the student's estimate of the family's monthly income.
Factor analysis on gender roles and identities
Exploratory factor analysis was conducted to extract any underlying structure of the adolescent girls' gender role and identity perceptions. The Kaiser-Meyer-Olkin (KMO) index for the resulting structure, which measures sampling adequacy, was 0.838, and Bartlett's test of sphericity showed high statistical significance (p ≤ 0.001). It was therefore appropriate to conduct factor analysis, and so a principal component factor analysis with varimax rotation was performed on the 36-item gender role and identity evaluations.
Scree tests and an eigenvalue greater than one were the criteria for extracting valid factors. Nine factors with eigenvalues greater than one were extracted, accounting for 59.7 percent of the variance. Most variables loaded strongly (> 0.5) on the corresponding factors. After an exhaustive examination and interpretation of the factor loadings, the nine factors were labeled according to the content of the variables which contributed the most to those particular dimensions. Internal reliability was tested to assess the internal consistency among the items contributing to the nine factors. Cronbach's alphas ranged from 0.54 to 0.84, which indicated the results were satisfactory for use in the early stages of research (Nunnally, 1978) . Factor 8 (Independent) had the lowest Cronbach's alpha of 0.54. However, removing any of the four items failed to generate a higher alpha. The factor analysis results are summarized in Table 1. [ADD TABLE 1 ABOUT HERE]
Cluster analysis
The participants were segmented into homogeneous segments based on factor scores on the 36 gender identity items and the 6 ideal female images. Ward's hierarchical clustering method was applied to obtain the cluster solution and centroid estimates, and K-means cluster analysis was also conducted (Gao et al., 2009; Hiu et al., 2001; Sin et al., 2001; Tam and Tai, 1998) . Alternative analyses with 3 to 7 clusters were conducted using both methods. Both methods provided similar results. A four cluster solution developed using Ward's method was selected, as it was adjudged to have produced the most actionable, interpretable and stable results.
The internal validity of the four-cluster result was assessed by analysis of variance (ANOVA) (Gao et al., 2009; Tam and Tai, 1998) . The results revealed significant differences among the four clusters. Discriminant analysis revealed that 89.3 percent of the cases were classified correctly, a result statistically significant at the 5 percent level of confidence. The stability of the cluster results was tested by splitting the sample in half randomly and applying discriminant analysis to each half separately (Tam and Tai, 1998) .
The results showed that 89.8 percent of the cases were classified correctly for the first half of the sample and 91.0 percent for the second half, confirming the validity of the classification.
The four psychographic segments were labeled as Middle of the roaders, Achievers, Conservatives, and Inactives. One-way ANOVA was performed to test whether the four segments differed significantly in gender identity and ideal female image. A post hoc Tukey-Kramer test for honestly significant differences was then conducted because the sizes of the four psychographic segments were unequal. Table 2 
Results
Segment profiles
Middle of the roaders
This was the largest segment, describing 40% of the respondents. Middle of the roaders cannot be described as either conventional or contemporary, but are active, caring, professional and independent. They do not think females should be solely responsible for housework, and at the same time do not think it is important to be successful in a career.
Girls in this group do not care very much about their appearance. They do not agree that females need to have flawless skin and a slim body. They were the respondents least likely to choose a gorgeous or sexy female as their ideal image.
Achievers
This was the smallest of the segments (11.5%). They are active above all. They believe females should pursue their dreams, have courage to express their views, appreciate their own strengths, and should be truthful to themselves. Girls in this cluster care about others and the environment. They aspire to be successful in all they do. They think that females should attain an advanced academic qualification, be knowledgeable, be skillful in housework, as well as presentable in appearance. They do not (yet) perceive being single as a problem. They perceive that females can be successful in a career, enjoy economic independence, and be able to manage their wealth. They accept who they are in terms of physical appearance. Females in this group reject cosmetic surgery, wearing heavy makeup, and pursuing a slim body at all costs. Overall, they want to make a difference.
They were the most likely to choose the successful and sporty images as depicting their ideal woman. They were the least likely to choose the sexy image as their ideal.
Conservatives
This segment was the second largest (34.9% of the respondents). The adolescent girls in this cluster prefer to be a traditional female. They consider that marriage gives a woman a home. They perceive housekeeping and taking care of children to be a mother's main responsibility. They do not accept getting pregnant before marriage. They consider family more important than career. These respondents were the most likely to choose the homemaking and cute images as depicting their ideal woman.
Inactives
This cluster incorporated 13.5% of the respondents. Its members recorded the lowest scores on (i.e. disagreed the most with) most of the statements about the roles and identities of females. Inactives have neither strong opinions regarding their career development nor their marriage. These adolescent girls also were not enthusiastic about their appearance. Compared with the other segments, they were less interested in taking care of the environment or other people. They expressed no particular eagerness to develop their own interests or pursue their dreams. Overall, they simply wait for things to happen to them. These girls were the most likely to choose a cute, gorgeous or sexy image as representing their ideal woman and the least likely to choose the sporty or successful image.
Segment demographics
Chi-square analysis was conducted to test for significant demographic differences among the four segments. The results are summarized in Table 3 . Achievers were significantly more likely to come from (self-professed) high income families. Three quarters of the Achievers were in the last two years of secondary school, which are optional years in the Hong Kong system in preparation for college after students have already received their high school diploma. Middle of the roaders came disproportionately from low income families. Over half of the Inactives were in the early years of secondary school.
[ADD TABLE 3 ABOUT HERE]
Global brand perceptions
The differences in liking global brands among the four clusters were explored using oneway ANOVA with a post hoc Tukey-Kramer test for honestly significant differences. 
Discussion
These results share much similarity with previous psychographic studies of adult Chinese consumers (Gao et al., 2009; Tam and Tai, 1998) . Table 5 presents a summary comparison of the segments those studies generated. All three studies reported some version of a Conservatives segment, though the definitions vary. This group was the largest in two of the studies. All three studies also reported some sort of "modern" segment less likely to endorse traditional values and gender roles. This segment is inspired to pursue a career, to be in control of their lives, and is out-spoken about environmental issues. But this group was a minority in all three studies. All three studies also reported some sort of Inactives or Followers segment. In each case, this segment expressed the least interest in the activities and attitudes surveyed and was the least interested in getting married.
The group of Middle of the roaders identified in this study was not identified in any of the others. This segment was neither as traditional as the Conservatives nor as contemporary as the Achievers. They had moderate views on nearly all the gender role items. This was also the largest segment identified in the current study. Middle of the roaders and Conservatives appear to be important segments for marketers and also for policy makers who want to sell social messages, as these two groups were the largest. Cute female images can be used to appeal to both groups. The difference in ideal female images between these two segments lies in the use of sporty The similarity in gender role and ideal image segmentation between adolescent and adult females using psychographics suggests two important directions for future studies. Factor 9: Career and community service 3.6 (4.7% of variance explained; α = 0.56) It is important for females to be successful in their careers 3.5 .70 Females should participate in voluntary work 3.6 .54 Note: 5-point scale (1 = strongly disagree; 5 = strongly agree). 14.8*** Notes: N = 355. 5-point scale (1 = strongly disagree; 5 = strongly agree). Means in the same row that do not share superscripts differ at the p ≤ 0.05 level of confidence in the Tukey-Kramer test for honestly significant differences. * p < 0.05. ** p < 0.01. *** p < 0.001. a < b < c < d. 
